The study aimed to describe the staging of service encounters in a bakery in Sarawak, Malaysia. The specific aspects studied were categories of transactions, staging of transactions, and nonverbal enactment of stages of transactions. A total of 100 interactions between Chinese vendors and Chinese, Malay, and Indigenous customers at a bakery operated by Chinese vendors in Sibu, Sarawak were observed and recorded. The analysis revealed five categories: Instant Buying, where customers bought the cakes on the spot; transactions where customers waited for the cakes to be baked; transactions where customers placed an order for the cakes; transactions where the customers picked up the cakes they had ordered; and unsuccessful sales. The four obligatory stages were Sale Request, Sale Compliance, Purchase, and Goods Handover. While all four stages could be realized nonverbally, the Purchase and Goods Handover stages in the service encounters were always performed nonverbally. The results suggest no difference in the role of nonverbal communication in service encounters with Chinese and non-Chinese customers but there are cultural differences in the staging. The Chinese vendors were more likely to omit the opening (Sale Initiation and Greeting) and closing (Purchase Closure) in their interactions with non-Chinese customers than with Chinese customers. The results suggest that service encounters in high-context cultures involving customers from other ethnic groups are more likely to be instrumental exchanges with an omission of the politeness rituals that characterize interpersonal relationships.
Introduction
The study aimed to describe the discourse of service encounters in a bakery in Sarawak, Malaysia. A service encounter is defined as:
An instance of face-to-face interaction between a server who is "officially posted" in some service area and a customer who is present in that service area, that interaction being oriented to the satisfaction of the customer's presumed desire for some service and the server's obligation to provide that service. A typical service encounter is one in which a customer buys something at a store. (Merritt 1976, p. 321) Malaysia falls into the category of high-context cultures based on examples given by Hall (1976) for high-(American Indian, Arabs, Chinese, Japanese, and Spanish Mexicans in New Mexico) and low-context (American, German, and Swiss) cultures. Hall's (1976) model of cultural variability describes how information processing and interaction patterns differ in low-and high-context cultures. Hall (1976) states that in low-context cultures the bonds that tie people together are fragile, and people can move away from commitments to complete actions, unlike in high-context cultures where the bonds are strong and the system is sometimes bent to complete action chains. Hall (1976, p. 98) explains that this is because "high-context cultures make greater distinctions between insiders and outsiders than low-context cultures do. " Based on her experience of teaching for many years in Russia, Hagen (1998) observed that foreigners are regarded as outsiders in highcontext cultures. In the context of service encounters, customers and vendors are outsiders relating in an intergroup situation. Simintiras and Thomas (1998) used the analogy of king and beggar to underscore the distinction between customers and vendors in high-context cultures.
Another difference between low-and high-context cultures lies in the reliance on nonverbal communication. "A high-context communication or message is one in which most of the information is either in the physical context or internalized in the person, while very little is in the coded, explicit transmitted part of the message" (Hall 1976, p. 79) . Hall (1976) further explained that speakers in a high-context culture are inclined to talk around the point, and expect the listener to get the crucial point using contextual cues. In contrast, words play a very important role in communicating meanings in low-context cultures. Hall (1976, p. 88 ) characterized high-context transactions as "economical, fast, efficient, and satisfying" but cautioned that time is needed for individuals to be programmed to each other. Once individuals have become familiar with the unwritten rules that apply in high-context cultures, "simple messages with deep meaning flow freely, " as opposed to in low-context cultures where there is little involvement with people (Hall 1976, p. 35) . The greater reliance on words to convey meaning in low-context cultures may result in a smaller role for nonverbal communication in service encounters as compared to high-context cultures.
To provide a background for the study of service encounters, the foundational studies on service encounters showing the typical staging of interactions between customers and vendors are reviewed. In Mitchell's (1957) pioneering study on service encounters, he found that auctions in Cyrenaica and Libya comprised four stages (Auctioneer's Opening, Investigation of Object for Sale, Bidding, and Conclusion) whereas market and shop transactions had five stages (Salutation, Enquiry as to Object of Sale, Investigation of Object of Sale, Bargaining, and Conclusion). Later, based on their observations of transactions in a grocery shop in Australia, Halliday and Hasan (1985) outlined the minimal exchange between the grocer and customer and termed it the Generic Structure Potential of the service encounter genre. In Halliday and Hasan's (1985) framework, a service encounter is complete with these five stages: customer's request for product (Sale Request), vendor's response by granting or rejecting the customer's request (Sale Compliance), vendor's naming of the price (Sale), customer's payment for goods (Purchase), and vendor's expression of thanks (Purchase Closure). According to Halliday and Hasan (1985, p. 60) , Sale Compliance comprises the vendor's action in "getting the goods for the customers, " and the customer's response to the vendor's readiness to serve, and may be accompanied by the vendor asking the customer whether anything else is needed. Halliday and Hasan (1985) identified the following as optional stages: Sale Initiation (vendor seeking the customer's attention, e.g., "Who's next?"), Sale Enquiry, Greeting, and Finis (farewell bidding, e.g., "Have a nice day, see ya!"). To these stages, Ventola (1987) added Goods Handover, which is enacted non-linguistically, based on her study of service encounters at a post office, a travel agency, and a small shop in Finland (see Ventola 1983) . Ventola (1987) disagreed with Halliday and Hasan's categorization of Goods Handover as part of Sale Compliance because the vendor may hand over the goods only after the customer has paid for it. The stages in Ventola's (1987, p. 245) [Finis] . " The similar stages in Halliday and Hasan's (1985) framework are indicated in square brackets. In Ventola's (1987) framework, the stages are not sequential (see Goffman 1981), but they can be recursive, and may end with the customer's refusal to buy the product.
The nonverbal aspect of service encounters was highlighted by Ventola (1987) , who identified Goods Handover as a nonverbal stage. Her study was conducted in Finland, a high-context culture (Nishimura, Nevgi, & Tella 2008) where contextual cues take the place of words to supply meanings, in contrast to Australia, where Halliday and Hasan's (1985) study was carried out. Halliday and Hasan's (1985) outline of the minimal exchange between the grocer and customer showed the linguistic enactment of both obligatory and optional stages in the service encounter. Libya, where Mitchell's (1957) groundbreaking study was conducted, is a high-context culture (Abubaker 2007; Hofstede 1997) , but it seems that buying and selling in markets and shops is a wordy interaction because transcripts showed Investigation of Object of Sale, Bargaining, and Conclusion taking place verbally. Other studies in low-context cultures such as the United States (Bartlett 2005 , on buying a coffee in Hawaii) and Australia (Togher, Hand, & Code 1997 , on doctor-patient interactions in Sydney) have indicated the presence of verbal rather than nonverbal exchanges in service encounters.
Thus far, the role of nonverbal aspects of service encounters has emerged in some studies. For example, gestures are sometimes used to place orders at a quick print shop in California (Moore 2008) . In Finland, some parts of service encounters in convenience stores are enacted nonverbally (Raevaara 2011) . In Dubai shopping malls, vendors selling medium-priced merchandise listen more to customers than those selling high-priced merchandise, and the nonverbal behaviors marking their listening behavior are eye contact, head nods, and leaning forwards or backwards (McKechnie et al. 2007 ). Soong and Ting's (2014) study in Malaysia showed that grocery store service encounters can be transacted nonverbally, from the customer's Sale Request to Sale, Purchase, and Goods Handover. First, it is common for the customers to pick up the products they wish to buy and place them on the counter, thereby eliminating the need to make a verbal request for the products. Next, the vendor's sale compliance or willingness to sell the product to customers is often not verbalized because it is assumed or enacted in action by fetching the product from the shelves. The Malaysian Chinese vendors in this study also did not explicitly state the cost of the products in one-third of the service encounters, termed as the Sale stage of service encounters, because the price was shown on price tags or the cash register, or the customers knew the price of the product or made the sale request according to the price. Both the Purchase (customer handing over money to pay for the goods) and Goods Handover (vendor handing over the goods) were also largely enacted non-linguistically. Soong and Ting (2014, pp. 136-137) concluded that:
These silent service encounters are common in low personal contact retail settings where the goods on sale are uncomplicated and the service providers are not expected to promote the goods (e.g., car salesperson) or to offer their expert advice (e.g., pharmacist) as opposed to high personal contact selling like in a hair salon. (Moore, Moore, & Capella 2005; In addition, studies on service encounters involving Asian vendors have shown omission of stages, suggesting that some stages could have been absent or nonverbal. For example, Bailey (2001) compared interactions of immigrant Korean vendors with 12 African American customers and 13 immigrant Korean customers in California, and found that explicit verbal greetings or closings are sometimes omitted. In fact, Bailey (2001, p. 126) reported that "the Korean-Korean interactions are even shorter and show less intimacy than the corresponding interactions with African American customers. " Kong (1998) reported the absence of greeting and farewell in service encounters taking place in government offices and banks in Hong Kong. A similar observation was made in Hong Kong and Guangzhou, China by Pan (2000a) , who studied a range of retail outlets encompassing department stores, bookstores, specialty shops, convenience stores, food stands, and restaurants. Liu's (2009) analysis of service encounters between a young Chinese sales promoter and an American university student in Hong Kong indicated that the salesperson tended to use minimal responses to signal positive politeness because of her lower English proficiency, and the openings and closings of service encounters were often omitted for the sake of efficiency in the fast-paced commercial setting of Hong Kong. Liu cited Pan (2000a) and Kong (1998) to explain the lack of facework in Chinese service encounters in terms of the relationship between outsiders, where the purpose is to transact business and not to cultivate a lasting interpersonal relationship. Orr's (2007) analysis of 38 audio recordings of service encounters in the local market and a small shopping center in southern China showed that retail encounters revolve around the topic of price. Orr (2007, p. 98) concluded that "a relationship between outgroup persons is only possible when the individual goals of the participants as buyer and seller have been satisfied in a transaction, " but her results showed that the buyers and sellers did not relate with each other interpersonally after the transaction. Although Orr (2007) did not make reference to Hall (1976) , the conclusion reached supports Hall's (1976) description of the strong distinction between insiders and outsiders in high-context cultures. Openings and parting expressions were also largely unnecessary for Greek and Turkish customers at an Athens newsagent in Antonopoulou's (2001) study.
Malaysian service encounters also seem to be characterized by the absence of openings and closings. For example, greeting and thanking are omitted in simulated transactional exchanges conducted by university students (Ting & Lau 2009) as well as in transactions in a bakery, fruit shop, photo shop, and grocery store in Sarawak (Ting, Lau, Soong, & Chong 2012) . From Kuang, David, Lau, and Ang's (2011) analysis of 146 interactions between patients and hospital staff in six government hospitals, they found that the Malay hospital staff initiated 68 openings (46.57%), of which 19 were polite, with greetings, formal offer to help, and appropriate address forms; 12 were semi-polite, with informal offer to help; and 37 were impolite, with focus on the task at hand. For these three categories of interactions of differing politeness, one, twelve, and six encounters were nonverbal respectively, involving smiles, handshakes, and head nodding. There were even fewer closings initiated by the staff (46 or 31.51%), of which 27 were polite, with expression of thanks or reciprocal response to thanks; three were semi-polite ("OK, " smile, nodding); and seven were impolite. Kuang et al. (2011) observed that the front counter staff interacted with each patient minimally because of the pressure to serve many. The omission of verbalized greeting and thanking makes Malaysian service encounters appear impolite when compared to the use of elaborate welcoming sequences in Syrian service encounters and linguistic devices (e.g., minimization, indirect formulations, softening devices) in French encounters to show politeness (Traverso 2006) . In France, the service encounter is conceived of as the shopkeeper presenting a gift (the product purchased) to the customer, who offers a counter-gift (payment) and "symbolic remuneration which is constituted by thanking" (Kerbrat-Orecchioni 2006, p. 100). These findings bring to light the need for reappraisal of politeness in service encounters in high-context cultures.
Other studies have also revealed cultural variation in signaling of politeness. For instance, Márquez Reiter's (2006) analysis of calls to a carer company in Montevideo, Uruguay showed that Spanish calls tend to have more greetings and self-identification than calls in English. "Researchers have not identified the Uruguayan communication style but Spain is in the middle on the high and lowcontext continuum" (Kim, Pan, & Park 1998 , cited in Soong & Ting 2014 . The Thais may not express thanks as effusively as the British (Intachakra 2004) . English speakers tend to signal politeness using "please" irrespective of race in Atlanta, Minneapolis, and Wichita (Martin & Adams 1999 ), but it is used less with regular customers than with unacquainted customers in Ireland (Binchy, 2005) . Ireland and the United States have a low-context dependency communication style. There are also subcultural variations in politeness of service encounters in Malaysia. Soong and Ting (2014) found that the Chinese vendors in a grocery store interacted differently with Chinese and non-Chinese customers. Their findings indicated that stages of service encounter that resemble interpersonal interactions (Greetings and Finis) are more frequent in encounters with Chinese customers, whereas Sale Initiation and Purchase Closure ("thank you"), which emphasize the role of vendors, are more frequent with non-Chinese customers. Soong and Ting (2014) explained the difference by referring to a characteristic of high-context culture, that is, greater distinction between insiders and outsiders (Hall 1976) . The non-Chinese customers are outsiders on two counts -the customer-vendor relationship and interethnic relationship -whereas Chinese customers are outsiders only in the customer-vendor relationship; they belong to the same Chinese community. This finding opposes Bailey's (2001) finding that interactions between Korean vendors and Korean customers were shorter and less intimate than those with African American customers. The contradictory findings indicate that more studies on possible variations in the discourse of service encounters in response to the ethnicity of customers are needed.
Thus far, service encounters have been studied from various angles, particularly the staging, nonverbal communication, and politeness strategies, but cultural variations in these aspects of the customer-vendor discourse have been under-researched. Past studies have not focused on the possible differences in the interactions of vendors with customers of various ethnic groups (e.g., Bartlett 2005; Kong 1998; Kuang et al. 2011; Liu 2009; McKechnie et al. 2007; Moore 2008; Raevaara 2011) . Earlier, Ventola (2005, p. 38) identified an area of service encounter research where a "considerable amount of work" is needed; that is, "working out how to integrate the non-verbal aspects and the relations to context of situation and culture more intensively with the discourse that is being realized in a social situation. " Since then, the role of nonverbal communication has been studied (e.g., McKechnie et al. 2007; Moore 2008; Raevaara 2011) , although not in the context of the staging of the service encounter. Given that high-context cultures rely less on words and more on context to supply meaning and make greater distinction between outsiders and insiders, an area that needs to be studied is the linguistic and non-linguistic realizations at various points of the schematic structure of service encounters in interactions of vendors with customers from in-and outgroups.
This study examines the discourse of service encounters in a bakery in Sarawak, Malaysia involving Chinese vendors and Chinese-and non-Chinese customers. The specific aspects studied were categories and staging of service encounters, and nonverbal enactment of stages in service encounters.
Sociocultural background of Sarawak, Malaysia
This section on the multilingual and multicultural population is provided to contextualize the results on discourse of service encounters in Sarawak. Malaysia has a population of 28.3 million, of which 91.8% are Malaysian (67.4% Indigenous, 24.6% Chinese, 7.3% Indian, 0.7% others) and 8.2% non-Malaysian (Department of Statistics Malaysia 2014). Foreigners have minimal presence; therefore Malaysia is still largely a high-context culture. The East Malaysian state of Sarawak, located on Borneo Island, has slightly different demographics, but the proportion of foreigners is also low. The population breakdown for the 2.47 million people living in Sarawak is 28.87% Iban, 23.38% Chinese, 22.99% Malay, 8.03% Bidayuh, 6.33% other indigenous peoples, 4.99% Melanau, 0.30% Indian, and 5.11% non-Malaysian citizens (2010 population census as reported in Department of Statistics Malaysia, Sarawak 2014).
These ethnic groups have their respective ethnic languages, which are mutually unintelligible, but people in Malaysia can speak and write English and Bahasa Malaysia (the national and official language) because of the education system. English is a common language for interethnic communication in more educated circles (Ting 2001a ) and for formal communication in the private sector and the legal domain. In the 1970s and 1980s in Sarawak, English was also used for transactions (e.g., buying stamps at the post office or food at supermarkets) and for official communication in government departments, but with Malay-educated Malaysians entering the workplace, Bahasa Malaysia or its regional dialects are the preferred language choices nowadays. This is because the changeover from English to Malay-medium education in government schools was completed at Form Five level (equivalent of "O" level in the United Kingdom) in Sarawak in 1986, and the last cohort of English-educated Sarawakians is aged 46 in 2015.
Bahasa Malaysia is the standardized version of the Malay language spoken in Johor, and other regional dialects of Malay are spoken in other parts of Malaysia. Besides these, there is also the colloquial variety of Malay known as Bahasa Pasar, which is spoken in markets and particularly in interethnic communication. In Sarawak, Bahasa Pasar incorporates Hokkien words, for example, lu for "you. " Bahasa Pasar is learnt through prolonged exposure to it, and usually spoken by older Chinese who did not learn Bahasa Malaysia in school; the younger Chinese tend to use Bahasa Malaysia (Ting & Chong 2008) . The Malays do not speak Bahasa Pasar or even Bahasa Malaysia among themselves because the latter is reserved for formal communication (Ting 2001b) . They speak their regional Malay dialects but in the context of mixed marriages, one of the Malay dialects usually becomes the language for home communication and the children may not be able to speak the other Malay dialect (Ting & Sim 2015) .
The Chinese in Sarawak comprise several subgroups, the largest being Foochow (37.47%), followed by Hakka (31.54%), Hokkien (13.66%), Teochew (6.34%), Cantonese (3.91%), Henghua (2.40%), and Hainan (1.30%) (Department of Statistics Malaysia, Sarawak 2014). The standard Chinese language is referred to as Mandarin, where Hanzi (simplified or complex/original) is used as writing, and Pinyin as phonics, but the languages of the Chinese subgroups are spoken. Mandarin is emerging as the language for family communication for the Chinese community in urban areas like Kuching because parents in their forties and fifties are opting to speak Mandarin or English rather than the languages of the Chinese subgroups (Puah & Ting 2013; Ting & Chang 2008; Ting & Hung 2008; Ting & Mahadhir 2009 ). Because of the use of Mandarin as the home language, the younger generation is also using it in the friendship and transaction domains (Ting 2010) . The widespread use of Mandarin is also propagated by the Chinesemedium schools because the children tend to speak the school language at home. Lee and Ting's (2014) survey of Chinese parents with children in Malay-and Chinese-medium primary schools showed that 60% of 400 parents were Chineseeducated, and not only this group but also the Malay-educated parents were choosing Chinese-medium primary school for their children's education. In Malaysia, the language environment may be as important as the medium of instruction in determining the linguistic competence of a person (Ting 2013) .
As for the indigenous groups in Sarawak, the Iban, Kelabit, Penan, Saban, and Murut are strong in maintaining the use of their ethnic language, but the Melanau is shifting towards Sarawak Malay, and the Bidayuh, Kayan, and Kenyah are in between on the continuum (Ting & Ling, 2012) . For adolescents from these indigenous groups, the extent of ethnic language use does not seem to be linked to the strength of their ethnic identity (Ting & Rose 2014) . This could be because ability to speak the ethnic language is not an essential criterion for ethnic group membership. For the Bidayuh, language is an ethnic marker, but to some it is not as important as Bidayuh parentage and participation in their ethnic festival, Gawai (Ting & Campbell 2013) . The Sarawak indigenous groups frequently use the Sarawak Malay dialect in interactions with other indigenous groups or the Malay community, even in workplaces with the exception of formal meetings.
Research on language use in the transactions domain in Malaysia has shown cultural variations. Within the Chinese community, Mandarin is often used with unacquainted customers, but service encounters involving regular customers may take place in the languages of Chinese subgroups such as Foochow or Hokkien (Lau & Ting 2013; Puah & Ting 2014) . However, language choice in interactions between Chinese vendors and non-Chinese customers depends on the subdomain: Bahasa Pasar in fruit markets (Ting & Chong 2008) , and Bahasa Malaysia in markets, food courts, buses, shops, banks, and lawyer's offices, with increasingly more English in the latter three subdomains (Puah & Ting 2014) . In Sarawak, as in the rest of Malaysia, hotel enquiries and reservations are typically conducted in English (Ting, Mahadhir, & Ting 2010) . Within the Malay community in West Malaysia, code-switching to English has been used by vendors to suggest that their products are of higher quality (Jalaluddin 2007) , while Bahasa Pasar has the function of closing the social distance (Burhanudeen 2006) . The language use situation is different in Sabah, another Malaysian state, because the Sabah Malay Dialect is the language for buying and selling regardless of whether it is a marketplace, restaurant, or shopping complex (Wong 2000 ; see also Mahadhir, Ting, & Tumin 2008) . It is not uncommon to find code-switching for technical words (Ting & Lau 2010) , numbers, and expression of thanks (Lau & Ting 2014; . While language choice in service encounters in Malaysia has been well studied, less is known about possible cultural variations in the staging of the encounters.
Method
The service encounters took place at a bakery situated in the central business district of Sibu, a city in the Malaysian state of Sarawak. It is a corner shop with entrances at the side and front. The bakery faces a park, food stalls, and a parking coupon kiosk. To the left of the bakery is a Video Compact Disc (VCD) shop. To the right side of the bakery are a coffee shop and two retail shops.
The bakery is owned by a Chinese Foochow couple in their fifties, assisted by their son (V1) and daughter in-law (V2) (in their early twenties), who serve customers. The two employees in the shop are an Iban and a Foochow employee in their mid-forties, only the latter (V3) serves customers. V1, V2, and V3 can speak fluent Foochow, Mandarin, and Bahasa Malaysia, and some Iban, Hokkien, Cantonese, and English. The clientele of the bakery is predominantly Foochow because this is the main Chinese subgroup living in Sibu. The customer base also includes Malays and Sarawak indigenous groups (mainly Iban and Melanau). On weekdays, people having their tea break at the coffee shop and employees in nearby shops and offices come to buy cakes. On weekends, the customers are those who do marketing at the nearby central market.
The bakery sells traditional Chinese Foochow egg cakes and cupcakes at a cost of RM1 for four pieces (1 USD=RM3.30). The price is labelled as such. The two ovens bake 66 cakes in 20 minutes. If the cakes are available, the customer buys them immediately, but if they are not, customers may wait for the cakes to be baked, place an order, or leave without buying anything.
The first researcher approached the bakery owners to explain the study and request permission for the study to be conducted in their shop. They were assured of the confidentiality of the recorded data and its use for research purposes. The bakery owners gave their consent, and provided information on the overall operation, including the tasks the vendors performed, the peak hours, the type of customers, and other operation details.
The naturally occurring buying and selling interactions were digitally recorded. Participants were informed of the data collection through the "Recording in Progress" sign placed at the front of the shop. The first researcher took observation notes on the relevant contextual information and nonverbal expressions, which included head nodding, head shaking, pointing at the cakes, handing over money, and handing over cakes. Altogether 114 service encounters were recorded, but 14 recordings had to be eliminated due to noise interference from the VCD shop next door. Therefore, the results are based on the analysis of 100 service encounters, of which 83 were with Chinese customers and 17 were with non-Chinese customers. The customers are referred to as B1 to B100.
The recordings were transcribed using Eggins and Slade's (1997, pp. 191-192) transcription key. In the transcripts, words which could not be transcribed were noted in parentheses ( ), and gestures and other contextual information were placed in square brackets [ ]. Service encounters conducted in Malay were transcribed in Malay and a direct translation to English was provided in brackets { }. Encounters in Chinese languages were transcribed based on the sounds and romanized (e.g., do ngu doi meaning "Take five ringgit"). For the excerpts included in this paper, a translation in grammatical English is provided in addition to the direct translation for ease of comprehension.
In the initial stage of the transcription, a decision had to be made on whether to take into account the interactions that did not result in sale. Merritt (1976) defines a typical service encounter as one in which the customer makes a purchase. However, according to Ventola (1987) , selling does not always imply buying, and service encounters may also involve the giving away of free goods, for example, a tourist bureau giving out free maps or brochures. Moreover, the recorded data showed that except for the end part of the transaction in which the interactions ended without a sale, the other parts of the interaction (e.g., customer requested goods and seller served the customer) were similar to the interactions that resulted in a sale. Hence, service encounters that did not result in a sale were included in the analysis.
The analysis of the structure of service encounters was based on Halliday and Hasan's (1985) framework, with the inclusion of Ventola's (1987) Goods Handover stage (see Appendix 1). The transcripts were read line by line and the stages were labeled in the margin. During the analysis, in some service encounters Sale Initiation and Greeting could not be differentiated. For example, one interaction started with the customer asking, "Hello, how much one piece?" In Halliday and Hasan's (1985) model, "hello" constitutes Greeting whereas Sale Initiation functions to attract the customer's attention. Since the observation notes showed that the shop was crowded at that time, we concluded that "hello" was said to attract the vendor's attention (Sale Initiation) because it is common practice for customers to say this to vendors in crowded situations. Sale Request and Sale Enquiry were also difficult to differentiate. In one interaction, the vendor asked, "You want how much?" and the customer responded by saying "Two ringgit and fifty sen. " The customer's response to the Sale Enquiry could be interpreted as the next turn in the Sale Enquiry or as a Sale Request, as she specified the amount of cakes she wanted to buy using the price. We interpreted the customer's response as a Sale Request because there was no other form of Sale Request in the service encounter, and the interaction proceeded to Sale Compliance and Purchase. There was also confusion in determining between Purchase Closure and Finis. For example, the vendor said "Thank you, boss" when he handed the bags of cakes to the customer.
In Halliday and Hasan's (1985) model, "thank you" is a Purchase Closure because the vendor acknowledges the customer's payment. However, this customer had handed over the money when he requested the cakes at the beginning of the transaction. Considering that "Thank you, boss" ended the transaction and was not accompanied by the action of paying the money, this stage was labeled as Finis. In addition, "Thank you, boss" in this context created the continuity of interpersonal relationship between the vendor and the customer, and is synonymous with "thank you for coming to my shop" or "please come again" in Western settings. These sets of reasoning and operational definitions in Appendix 1 were used as reference for analyzing service encounters.
Results

Different staging for different outcomes of service encounter
Five different outcomes were identified from the analysis of 100 service encounters, giving rise to different patterns of transactional interaction:
-Instant Buying -customers buy the cakes. -Wait -customers wait for the cakes until they are baked.
-Order -customers order the cakes and pick them up at a later time.
-Pick Up -customers pick up the cakes they ordered.
-No Buying -customers ask about the cakes but do not buy in the end. Table 1 shows the frequency of stages for 63 transactions in the Instant Buying category. The recurring stages are indicated by the superscript ⁿ and the acronyms used are placed in brackets. The percentages are calculated based on the number of transactions with non-Chinese and Chinese customers.
Instant Buying transactions
The obligatory stages in Instant Buying interactions were Sale Request, Sale Compliance, Goods Handover, and Purchase because they were present in all 63 encounters. The optional stages were Sale Initiation (n=6), Greeting (n=3), Sale Enquiry (n=47), and Purchase Closure (n=23). Sale Request and Sale Compliance recurred and the sequence of the stages was not fixed as shown in Excerpt 1. Customer B45 requested five ringgit worth of egg cakes from V3 in Foochow (line 2) (Sale Request), and the vendor V3 asked for confirmation on the quantity of the cakes by stating the price (line 4) (Sale Enquiry). After B45 gave the confirmation ("Ah") in line 5, V3 said "can" to show her willingness to grant the request (line 6) (positive Sale Compliance). She then enacted her compliance in action by handing over the cakes to B45 (line 7) (Goods Handover). Upon receiving the cakes, B45 handed over the payment (line 8) (Purchase), and the transaction ended with B45 leaving the shop. The stages of the service encounter conducted nonverbally were Purchase and Goods Handover. A comparison of the staging of the Instant Buying transactions with Chinese and non-Chinese customers revealed a cultural difference. Although Sale Initiation and Greeting were infrequent with Chinese customers, they were absent with nonChinese customers (Table 1 ). The non-Chinese customers also did not make Sale Enquiries but almost all (97.9%) of the 48 Chinese customers did. These results indicate that the transaction was strictly instrumental for the non-Chinese customers, who knew what they wanted to buy (hence the absence of Sale Enquiries), to the extent that the Chinese vendors even omitted the opening altogether.
Wait transactions
The second category of service encounters at the bakery involved the customers waiting for the cakes to be baked (8 transactions altogether, Table 2 ). The outcome is the same as the Instant Buying transactions because the customers left with their purchase, but as the cakes they wanted to buy were sold out, the vendor had to tell them about the unavailability (negative Sale Compliance) and the availability if they waited (positive Sale Compliance). Table 2 confirms that the four obligatory stages are Sale Request, Sale Compliance, Purchase, and Goods Handover, but negative Sale Compliance is also an obligatory feature of Wait transactions. Lines 4-12 of Excerpt 2 illustrate the distinguishing feature of a Wait transaction. In line 4, V3 told B22 that the shop did not have enough of the type of egg cakes she wanted (negative Sale Compliance), and promoted a different kind of cupcake sold at the same price to gratify the customer's initial request (line 5). B22 did not want the alternative and indicated that she would wait (line 12). V3 then asked B22 about the quantity of cakes that she wanted to buy (line 13) (Sale Enquiry) and B22 requested three ringgit's worth of egg cakes (line 14) (Sale Request). V3's positive Sale Compliance took the form of "You wait for a while" (line 15). The second part of the service encounter occurred when the cakes were ready, and involved Purchase and Goods Handover. Wait transactions are characterized by more turns of Sale Enquiry and Sale Compliance, as the vendor suggests alternatives to the initial Sale Request and possibly informs the customer of the waiting time to persuade them to wait for the cakes. Table 2 shows that Wait transactions are also characterized by Chinese vendors not performing Sale Initiation in interactions with non-Chinese customers: there was only one non-Chinese customer who waited for the cakes to be baked but there was no Sale Initiation and Purchase Closure ("thank you"). Nevertheless, the occurrence of these two stages is also low for service encounters involving Chinese customers -present in only one out of seven interactions.
Order transactions
Four out of the 100 service encounters were categorized as Order transactions, whereby the customers ordered the cakes and came to pick them up later as the cakes were sold out. These were all with Chinese customers. Order transactions are like Wait transactions, but truncated at the point of the vendor's positive Sale Compliance, and definitely without the Goods Handover stage. In two of the encounters, the customers paid for their order first (Table 3) . Excerpt 3 shows the recursive Sale Enquiries about the waiting time for the cakes after the vendor's negative Sale Compliance in line 5. B10 asked V1 when the cakes would be ready (line 7) and V1 told her that it would take quite some time (line 8). The turns were repeated (lines 9-10) and finally B10 said "Eh lei ar" (line 11), meaning that she agreed to order two ringgit worth of the cakes and come back for them later. The vendor's Sale Compliance was implicit because the vendor was willing to supply the cakes as long as the customer was willing to wait for the cakes. When the customer placed the order, the vendor's willingness to gratify the customer's request was assumed and not verbalized. In this bakery, like in many other food and beverage outlets in this setting, the vendor does not give the customer a tab of the order but remembers it. In this case, the customer did not wait in the bakery for the cakes like in Order transactions but left the shop, truncating the service encounter at this point, to be resumed later -as will be described in the next section on Pick Up transactions. 
Pick Up transactions
Pick Up transactions constitute the second half of the Wait transactions, taking place when customers came to the bakery to pick up the cakes that they had ordered. Out of 100 service encounters observed, there were only 11 Pick Up transactions by Chinese customers. Table 4 shows that the obligatory stages of the 11 Pick Up transactions in this study are similar to those of the Instant Buying transactions: Sale Request, Sale Compliance, Goods Handover, and Purchase. However, Sale Enquiry is an essential feature of Pick Up transactions, found in 10 out of 11 service encounters in this category. This is because the vendors needed to ask for some details to remember the order as they did not keep a written record of the order. During the peak hours, the vendors might have a problem of matching the order and the customer. Excerpt 4 shows that the Sale Request of Pick Up transactions differs from Instant Buying transactions. B43 began by asking V1 in Mandarin whether the four ringgit worth of cakes that she had ordered was ready (line 2). This is a form of Sale Request typical of transactions where customers come to pick up their orders. V3 said "what?" (line 3) and B43 repeated her question (line 4). V1 remembered and asked if she had ordered egg cakes (line 5). B43 said "ah, " meaning "yes" (line 6). These turns constitute Sale Enquiries to identify the correct order -necessary in the bakery where no written records of orders are kept by either the customer or the vendor. V1 told B43 that the egg cakes were ready (line 7) (positive Sale Compliance), after which he handed over the cakes (Goods Handover). At this stage the customer had to remind V1 that she had paid for the egg cakes earlier because this is customarily the Purchase stage. The Sale Enquiry in Pick Up transactions focuses on identifying the customer's order whereas the sale enquiries in Instant Buying transactions focus on the characteristics of the cakes that the customers intend to buy. On the surface, these sale enquiries may be similar as they revolve around the type, quantity, and price of the cakes, but the functions differ in Pick Up and Instant Buying transactions. 
No Buying Interactions
Out of 100 service encounters analyzed, 14 did not result in a Sale because either the cakes the customer wanted were sold out and they did not want to wait for them, or the shop did not bake a particular type of cakes on that day (Table 5) . No Buying service encounters are characterized by the customer making a Sale Enquiry followed by a negative Sale Compliance by the vendor, as shown in Excerpt 5. In response to B8's enquiry (in Bahasa Malaysia) about the availability of the egg cakes (line 2), V3 said that the cakes were not available (line 4) (negative Sale Compliance). B8 enquired about the waiting time of the cakes (line 5) but felt that the ten-minute wait was too long (line 7) and left without a word (line 9). The ending was abrupt and no rituals of saying "thank you" or "goodbye" were found for this category of service encounter. B8 was the only non-Chinese customer in this category. In comparison, the Chinese customers were more persistent in that they made enquiries and were told of the unavailability of the cakes, yet even though they made Sale Requests, they still eventually left without buying anything. The analysis of 100 service encounters falling into five different categories showed that the buyer-seller interaction was highly task-focused with Sale Request, Sale Compliance, Purchase, and Goods Handover as obligatory stages. Opening rituals (Greeting and Sale Initiation) and closing rituals (Purchase Closure and Finis) were infrequent, particularly since the bakery interactions between the vendors and customers were brief. This is partly due to the limited range and simple features of goods offered for sale, which made it easy for customers to make their sale requests and redundant for vendors to name the exchange value of the goods. The results of the present study were crosschecked with 14 transactional interactions recorded at three shops selling the same kind of cakes in Sibu, which yielded similar findings of minimal exchanges.
The summary in Table 6 shows a comparison of the staging in service encounters involving Chinese and non-Chinese customers. The foregoing observations on the omission of opening stages (Greeting and Sale Initiation) with non-Chinese customers can be seen for the whole data set (five categories of service encounters combined). There are some similarities with the results obtained by Soong and Ting (2014) in their study of grocery store interactions in another town in Sarawak (Miri). In that study, the Chinese vendors used more interpersonal elements (Greeting and Finis) when interacting with Chinese customers but more obvious vendor role portrayal with non-Chinese customers through Sale Initiation and Purchase Closure ("thank you"). In both studies, the Chinese vendors were more likely to greet Chinese customers than non-Chinese customers but since Finis is totally absent in the present study, a comparison cannot be made on possible cultural variations in expressions of continuity in interpersonal relations in the closing of the service encounters. As for stages emphasizing the customer-vendor role relationship, contradictory results emerged for Sale Initiation: in Soong and Ting's (2014) study, the Chinese vendors initiated the service encounter only with nonChinese customers, but in the present study, it was with Chinese customers. The results on the tendency of Chinese vendors to thank non-Chinese customers rather than Chinese customers are similar in both studies. These inconsistent results indicate that further studies are needed to understand how in-and outgroup relations, in this case ethnicity, might affect minimal exchanges in service encounters.
To sum up, the minimal exchange comprising four obligatory stages shows a highly task-focused vendor-customer interaction. The customer makes a request for the goods they wish to buy, the vendor indicates readiness to comply with the Sale Request, the customer pays for the goods, and the vendor hands over the goods -not necessarily in this order. According to Halliday and Hasan (1985) , there are five genre-defining obligatory elements (Sale Request, Sale Compliance, Sale, Purchase, and Purchase Closure) but some of these stages are superfluous in the context of the Malaysian bakery studied. It is redundant for the vendor to state the price of the cakes (Sale) because the customers state it in their Sale Request (e.g., "give me two ringgit of this"). Purchase Closure, like Greeting and Finis (e.g., "Bye, please come again"), seems to be an added-on engagement ritual rather than an obligatory element of a service encounter. Even Sale Initiation is minimal because the setting of the bakery is such that customers do not window-shop and browse for goods. If they turn up at the shop, they are clear on what they want to buy -particularly non-Chinese customers in this study -and the vendors do not have to engage in attention-getting to establish contact with customers. As much as 90% of service encounters in the present study are initiated and concluded without phatic exchanges, suggesting that the bakery service encounters are strictly instrumental exchanges without interpersonal elements. Pan (2000b) also highlighted the instrumental purpose of service encounters, which makes engagement rituals and cultivation of relationship less important. In this context, the task-focused exchange comprising four obligatory stages fits Hall's (1976, p. 88) description of the service encounter as "economical, fast, efficient and satisfying. "
Many studies on service encounters involving Asian vendors and customers (Kong 1998; Kuang et al. 2011; Liu 2009; Orr 2007; Pan 2000a; Soong & Ting 2014; Ting & Lau 2009; , including immigrants of Asian origin in the United States (Bailey 2001) , have also found omission of openings and closings.
Because of this, Asian customers have been stereotyped as rude and aggressive and Asian vendors have been stereotyped as hostile and unresponsive when seen from the perspective of the Westerner (Scollon & Wong-Scollon 1991) . Western settings are usually associated with low-context cultures where omission of facework in the form of greetings and farewells in service encounters is considered impolite. 1 Pan (2000b, p. 11) stated that " Brown and Levinson's (1987) treatment of face as an independent phenomenon is based on the western cultural value of individualism while face as an interdependent phenomenon in Asian societies in which collectivism is the dominant cultural value. "
In high-context cultures, facework is not expected in service encounters involving an intergroup interaction between customers and vendors. Vendors and customers are in an outside relationship, as opposed to inside relations which encompass family, colleagues, and others who are in regular contact (Scollon & Wong-Scollon 1991) . As outsiders, vendors and customers have a utilitarian relationship which "lasts for only the brief limits of the transaction, " making facework unnecessary since it is impossible for other relationships to develop (Scollon & Scollon 1991, p. 118) . The findings of the present study on the inclination of Chinese vendors to greet and initiate service encounters with Chinese customers rather than non-Chinese customers suggest that the latter are treated as outsiders, not only in the customer-vendor relationship but also in the ethnic group relationship. As noted by Hall (1976) , the distinction between insiders and outsiders is greater in high-context cultures than in low-context cultures.
Nonverbal stages in service encounters. Table 7 shows that the role of nonverbal communication does not seem to differ in the Chinese vendors' interactions with Chinese and non-Chinese customers. Hence, the subsequent explanation of verbalization of stages will not make this distinction. The results show that the stages of service encounters that can take place verbally are Greeting, Sale Initiation, Sale Enquiry, negative Sale Compliance, and Purchase Closure, whereas Goods Handover and Purchase are always conducted nonverbally (Table 7) . In the recordings, there are no expressions similar to "Here you are" as the cakes are handed over to customers, and no statements on the amount of money paid or the change given. Sales Request and positive Sale Compliance may take place either verbally or nonverbally. Table 7 shows that about half of the Sale Requests are verbal and the other half are nonverbal, but the vendors are more likely to indicate their willingness to sell the requested products to customers nonverbally than verbally. In fact, the nonverbal positive Sale Compliance can mean that the vendor does not do anything (whether gesture or facial expression) because it is assumed that they would want to sell the goods to customers.
The customers' Sale Requests usually took the form of "Give me five ringgit of egg cakes" because the cakes in the bakery were sold in quantities based on cost (e.g., four pieces for RM1). Instead of verbal requests, some customers, such as B54, pointed to the egg cakes while showing two one-ringgit notes. The nonverbal Sale Request clearly indicated the type and quantity of cakes the customers wanted to buy, and the price, making it unnecessary for the vendor to state the price of the cakes (Sale). Other customers used their fingers to indicate the value of the cakes they wanted to buy. Out of 91 service encounters with Sale Requests, 46 were verbal and 45 were nonverbal (Table 6 ). In the bakery, nonverbal Sale Requests were usually made by regular customers who were familiar with the type and price of the products sold in the shop, making it unnecessary for the vendors to name the exchange value of the goods. New customers usually start with an enquiry along the lines of "how much is this?" before making their Sale Request verbally.
Although only 100 service encounters in the bakery were analyzed, there were 165 Sale Compliances because some were negative, and 65 were not verbalized (Table 6 ). It is possible for the vendor to indicate their willingness to grant the customer's request nonverbally using gestures such as nodding or preparing the tongs for picking up the cakes to put in the plastic bag. However, negative Sale Compliances were all verbalized and followed by promotions of other types of cakes which were available. The stage of Goods Handover was silent in 82 service encounters with a successful sale. The vendors usually passed the plastic bag with the cakes to the customers over the counter, and the customers took it without saying anything. The other 18 encounters either did not result in the customer making a purchase (14) or involved customers making an order (4). Similar to Ventola's (1987) observations, the Goods Handover stage can occur at any point of the service encounter and is nonverbal. The handing over of goods is implicit in the Purchase stage of Halliday and Hasan's (1985) framework when the customer pays for the goods, but Ventola (1987) conceptualized it as a separate stage in the service encounter.
Purchase marks the end of the service encounter and is transacted nonverbally in the bakery. The customers may or may not hand over the correct amount to the vendor but if change is needed, the vendor does not state the amount paid and the change given -unlike in the example given by Halliday and Hasan (1985) where a vendor said "I can give you nine cents" as the change was handed to the customer. Sometimes the customer holds out the money to indicate the quantity of cakes they want, which combines the Sale Request and Purchase stages, but this is infrequent.
The study revealed that service encounters in the bakery setting can take place in silence since there is evidence of nonverbal realization of all four obligatory stages (Sale Requests, Sale Compliance, Goods Handover and Purchase). Customers can walk into the bakery, point to the type of cakes they want to buy, signal the quantity they wish to purchase either using dollar notes or with their fingers, pay for it and leave the shop, without the vendor or customer saying a single word. It seems that in the bakery, the end of the service encounter is marked by the silent exchange of goods and money, rather than by verbal expressions of thanks and goodwill. During the data collection for this study, one silent encounter was observed and this was with a non-Chinese customer. Unlike the purchase of computers and cars, where the sales personnel are expected to provide a lot of information, not much clarification of the characteristics of the cakes is necessary except for the availability and waiting time if they are sold out.
A comparison with other literature on the role of nonverbal communication in service encounters shows that the use of gestures to place orders is not uncommon (e.g., Moore 2008; Raevaara 2011; Orr 2007) . Antonopoulou (2001, p. 247) found that silent interactions accounted for 16.1% of service encounters in a newsagent in Athens, and concluded that these are "not face-threatening and can be interpreted as reflecting a positive politeness interactional ethos. " In addition, Pan (2000b) also reported nonverbal realization of Sale Request, Purchase, and Goods Handover in service encounters at a Chinese stamp store in China.
The role of nonverbal communication may be more pronounced in shops with an element of self-service whereby customers pick up the goods they wish to buy and bring them to the counter to pay for them, already knowing the price from the price tag. In the case of the bakery, the customers need the vendors to pick up the cakes and put them into the plastic bag but because of the limited range of products, making a Sale Request is relatively simple and can be enacted nonverbally. The vendors' willingness to grant the Sale Request is assumed because they stand behind the counter with the plastic bag in one hand and tongs in the other hand, ready to pick up the cakes requested by the customers. In high-context cultures, when information is available in the physical context or known to interactants in the situation, it is not necessary to verbalize it (see Hall 1976 Hall , 1998 .
The nonverbal opening and closing stages of service encounters may make the bakery service encounters appear task-focused and impersonal. It is possible that the vendor and customer could have greeted each other with smiles, head nods, or eye contact, or waved goodbye to each other, but these were not captured in the study. The stages are defined as verbal exchanges using Halliday and Hasan's (1985) framework, with the exception of Goods Handover from Ventola (1987) which is defined as a nonverbal stage. Furthermore, the recordings of the service encounters were audio not video, which limits a retrospective analysis of whether there were nonverbal substitutes for these interpersonal elements in the service encounters analyzed. Since nonverbal communication has a potentially bigger role in highcontext cultures, it is relevant to consider McKechnie et al. 's (2007) technique of using a predetermined checklist of behavioral actions to observe service encounters.
Conclusion
This analysis of service encounters at a bakery in a high-context culture yields three main findings. There are five categories of vendor-customer interactions: Instant Buying, where customers make the purchase on the spot; No Buying, due to unavailability of particular cakes; Wait transactions, where customers wait for the cakes to be baked; Order transactions, where customers place an order for the cakes; and Pick Up transactions, where customers pick up the cakes they ordered. The bakery service encounters are task-focused with four obligatory stages: customer makes a Sale Request, vendor indicates Sale Compliance, customer pays for goods (Purchase), and vendor performs Goods Handover. The exchange of money and goods is conducted nonverbally all the time but there are also encounters with nonverbal Sale Request and Sale Compliance. The stages of service encounters not crucial to the exchange of money and goods (Greeting, Sale Initiation, Purchase Closure) are infrequent, and the openings are totally absent from interactions with non-Chinese customers. This suggests a possible cultural variation in staging, which merits further investigation since these findings contradict those of past studies (e.g., Bailey 2001; Soong & Ting 2014) . Further studies on nonverbal aspects of different types of service encounters are also needed to reach an understanding of the reliance on context to supply meanings in high-context cultures. Ventola (2005, p. 37) states that understanding the different systems of meaning-making in intercultural communicative situations would enable sources of "trouble" to be traced for instant "repair-work, " and would even provide materials for training communicators for intercultural communication. The findings would also be relevant to the development of intercultural competence, particularly in learning appropriate ways of communicating with people of other cultures in service encounter situations. To determine some attribute of goods contemplated for purchase (Can be raised by customer or vendor) (Can occur anywhere, so long as it does not precede G or SI and so long as it does not follow P or PC or F) "I wanted some strawberries but these don't look very ripe. Will they be OK for this evening?" "You'll like them cos they're good. "
Sale (S)
To inform exchange value of goods "That'll be two dollars and sixty nine please. " Ventola's (1987) framework has been added to Halliday and Hasan's (1985) framework
